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とって H. J. Heinzは重要な取引先広告主の1つとなっていたわけであるが，
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⑷ バック・ホール・アローワンス
流通業者向けインセンティブのもう1つのタイプが「バック・ホール・アロ


































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































あるWinn Dixieと Krogerの2社は Pillsbury，Procter & Gamble，Quaker Oats
ならびにそのほかの製造業者が取り扱っている商品のいくつかについて，自社























































































































2．テキサス州サン・アントニオの FB & D Supermarketsは，MorningGlowシャンプーを
15，000個注文する。Beauty Products, Inc.は FB & D Supermarketsがシンコ・デ・マ
ジョ祭と連動して展開されるプロモーション・イベントの期間中にMorningGlowの小
売価格を15パーセント割り引いて消費者に提供してくれるようになることを期待し














































































































1）Ailloni-Charas, Dan, Promotion : A Guide to Effective Promotional Planning, Strategies, and
Executions, Ronald Press,1984, p.229.
2）Parente, Donald, Advertising Campaign Strategy : A Guide to Marketing Communication
Plans,2nd ed., The Dryden Press,2000, p.217.
3）Kotler, Philip and Gary Armstrong, Principles of Marketing ,8th ed., Prentice-Hall,1999,
p.463.
4）Armstrong, Gary, and Philip Kotler, Marketing : An Introduction ,12th ed., Pearson,2015,
p.423.
5）Ibid., p.427.
6）Parente, Donald, op. cit., p.219.
7）Ibid., p.229.
8）Schultz, Don E., and Beth E. Barns, Strategic Brand Communication Campaigns,5th ed.,
NTC Business Books,1999, p.242.
プロモーションにおいてその重要性を
ますます高めつつある流通業者向け販売促進 219
9）Clow, Kenneth, and Donald Baack, Integrated Advertising, Promotion, and Marketing
Communications, Prentice-Hall,2002, p.377.
10）Tellis, Gerard J., Advertising and Sales Promotion Strategy, Addison-Wesley,1998, p.252.
11）Belch, George E., and Michael A. Belch, Advertising and Promotion : An Integrated
Marketing Communications Perspective,9th ed., McGraw-Hill/Irwin,2012, pp.554－556.
12）Clow, Kenneth E., and Donald Baack, op. cit., pp.396－399.
13）Shimp, Terence A., Advertising, Promotion, and Other Aspects of Integrated Marketing
Communications,8th ed., South-Western,2010, p.460.
14）Tellis, Gerard J., op. cit., p.252.
15）Belch, George E., and Michael A. Belch, Advertising and Promotion : An Integrated
Marketing Communications Perspective,6th ed., McGraw-Hill/Irwin,2004, p.547.
16）Tellis, Gerard J., op. cit., p.256.
17）Luick, John F., and William Lee Ziegler, Sales Promotion and Modern Merchandising ,
McGraw-Hill,1968, p.105.





23）Clow, Kenneth E., and Donald Baack, op. cit., p.379.
24）Ibid.
25）Belch, George E., and Michael A. Belch（2004）, op. cit., pp.547－549.
26）Clow, Kenneth E., and Donald Baack, op. cit., pp.379－380.
27）Ibid., p.380.
28）Shimp, Terence A., op. cit., p.465.
29）Ibid.
30）Schultz, Don E., William A. Robinson, and Lisa A. Petrison, Sales Promotion Essentials :
The10 Basic Sales Promotion Techniques. . . . . And How to Use Them ,3rd ed., NTC Business
Books,1998, p.215
31）Schultz, Don E., William A. Robinson, and Lisa A. Petrison, Sales Promotion Essentials :
The10 Basic Sales Promotion Techniques. . . . . And How To Use Them ,2nd ed., NTC Business
Books,1993, p.162.
32）Parente, Donald, op. cit., p.230.
33）Moriarty, Sandra, Nancy Mitchell, and William Wells, Advertising and IMC : Principles and
Practice,10th ed., Pearson,2015, p.516.
34）Tom Duncan, Principles of Advertising and IMC ,2nd ed., MaGraw-Hill/Irwin,2005, p.498.
220 松山大学論集 第26巻 第6号
35）Schultz, Don E., and Beth E. Barnes, op. cit., p.250.
36）Burnett, John, and Sandra Moriarty, Introduction To Marketing Communications : An
Integrated Approach , Prentice-Hall,1998, p.326.
37）Wells, William, John Burnett and Sandra Moriarty, Advertising Principles and Practice,3rd
ed., Prentice-Hall,1995, p.610.
38）Imber, Jane, and Betsy-Ann Toffler, Dictionary of Marketing Terms,4th ed., Barron’s
Educational Series, Inc.,2008, p.180.
39）Burnett, John, and Sandra Moriarty, op. cit., p.326.
40）Tellis, Gerard J., op. cit., p.259.
41）Ibid.
42）Tellis, Gerard J., ibid.
Belch, George E., and Michael A. Belch（2012）, op. cit., p.557.
Ulanoff, Stanley, Editor in Chief, Handbook of Sales Promotion , McGraw-Hill,1985, p.323.
Stanley, Richard E., Promotion : Advertising, Publicity, Personal Selling, Sales Promotion ,
2nd ed., Prentice-Hall,1982, p.312.
Govoni, Norman A., DIC・TIO・NARY of Marketing Communications, SAGE Publications,
2004, p.176.
Schultz, Don E., and Beth E. Barnes, op. cit., p.251.
Shimp, Terence A., op. cit., p.463.








51）Tellis, Gerard J., op. cit., p.259.
52）Clow, Kenneth E., and Donald Baack, op. cit., pp.381－382.
53）Tellis, Gerard J., op. cit., p.259.
54）Ibid.




59）Tellis, Gerard J., op. cit., p.259.
プロモーションにおいてその重要性を
ますます高めつつある流通業者向け販売促進 221
60）Clow, Kenneth E., and Donald Baack, op. cit., p.385.
61）Belch, George E., and Michael A. Belch（2004）, op. cit., p.551.
62）Clow, Kenneth E., and Donald Baack, op. cit., p.385.
63）Belch, George E., and Michael A. Belch（2012）, op. cit., p.559.
64）Ibid.
65）Ibid., pp.559－560.
66）Clow, Kenneth E., and Donald Baack, op. cit., p.385.
67）Ibid.
68）Tellis, Gerard J., op. cit., p.259.
69）Belch, George E., and Michael A. Belch（2012）, op. cit., p.560.















85）Clow, Kenneth E., and Donald Baack, op. cit., p.385.
86）Ibid.
87）Ibid.
88）Blattberg, Robert C., and Scott A. Neslin, Sales Promotion : Concepts, Methods, and
Strategies, Prentice-Hall,1990, p.318, p.342.
89）Belch, George E., and Michael A. Belch（2004）, op. cit., p.552.
90）Ibid.
91）Ibid.
92）Clow, Kenneth E., and Donald Baack, op. cit., pp.386－387.
93）Bradley Johnson,“IBM Moves to Intel Co-op Deal,”Advertising Age,68, no.10（March10,
1997）, p.4.
222 松山大学論集 第26巻 第6号
94）Belch, George E., and Michael A. Belch（2004）, op. cit. p.552.
95）Ibid.
96）Ibid.
97）Clow, Kenneth E., and Donald Baack, op. cit., p.385.
98）Ibid., pp.385－386.
99）Belch, George E., and Michael A. Belch（2004）op. cit., pp.552－554.
100）Cynthia Rigg,“Hard Times Means Growth for Co-op Ads,”Advertising Age, November12,
1990, p.24.
101）Belch, George E., and Michael A. Belch（2004）, op. cit., p.554.
102）Lane, W. Ronald, Karen Whitehill King, and Tom Reichert, Kleppner’s Advertising
Procedure,18th ed., Prentice-Hall,2011, pp.442－443.
103）Clow, Kenneth E., and Donald Baack, op. cit., p.386.
104）Lane, W. Ronald, Karen Whitehill King, and Tom Reichert, op. cit., p.443.
105）Clow, Kenneth E., and Donald Baack, op. cit., p.387.
106）Ibid.
107）Tellis, Gerard J., op. cit., pp.261－262.
108）Ibid., p.262.
109）Ibid., pp.263－264.
110）Clow, Kenneth E., and Donald Baack, op. cit., p.390.
111）Ibid.
112）Percy, Larry, Strategies for Implementing Integrated Marketing Communications, NTC
Business Books,1997, p.115.
113）Clow, Kenneth E., and Donald Baack, op. cit., p.391.
114）Belch, George E., and Michael A. Belch（2012）, op. cit., p.558.
115）Martinez, Matthew, and Mercedes M. Cardona,“Study Shows POP Gaining Ground as
Medium,”Advertising Age, November24,1997, p.43.
116）Clow, Kenneth E., and Donald Baack, op. cit., p.391.
117）Ibid.
118）Belch, George E., and Michael A. Belch（2012）, op. cit., p.559.






125）Belch, George E., and Michael A. Belch（2012）, op. cit., p.559.
プロモーションにおいてその重要性を
ますます高めつつある流通業者向け販売促進 223
126）Percy, Larry, op. cit., p.115.
127）Ibid.
128）Stanley, Richard E., op. cit., p.309.
129）Buzzell, Robert D., John A. Quelch, and Walter J. Salmon,“The Costly Bargain of Trade
Promotion,”Harvard Business Review , March-April,1990, pp.141－149.
130）Shimp, Terence A., Advertising and Promotion : Supplemental Aspects of Integrated
Marketing Communications,5th ed., The Dryden Press,2000, p.537.
131）Ibid.
132）Tellis, Gerard J., op. cit., pp.266－267.
参 考 文 献
1．Ailloni-Charas, Dan, Promotion : A Guide to Effective Promotional Planning, Strategies, and
Executions, Ronald Press,1984, pp.229－239.
2．Arens, William F., Michael F. Weigold, and Christian Arens, Contemporary Advertising and
Integrated Marketing Communications,14th ed., McGraw-Hill/Irwin,2013, pp.569－577.
3．Batra, Rajeev, John G. Myers, and David A. Aaker, Advertising Management ,4th ed.,
Prentice-Hall,1996, pp.88－90.
4．Belch, George E., and Michael A. Belch, Advertising and Promotion : An Integrated
Marketing Communications Perspective,2nd ed., Irwin,1993, pp.572－624.
5．Belch, George E., and Michael A. Belch, Advertising and Promotion : An Integrated
Marketing Communications Perspective,6th ed., McGraw-Hill/Irwin,2004, pp.544－559.
6．Bergh, Bruce G. Vanden, and Helen Katz, Advertising Principles : Choice, Challenge,
Change, NTC Business Books,1999, pp.366－402.
7．Blattberg, Robert C., and Scott A. Neslin, Sales Promotion : Concepts, Methods, and
Strategies, Prentice-Hall,1990, pp.313－343.
8．Burnett, John, and Sandra Moriarty, Introduction to Marketing Communication : An
Integrated Approach , Prentice-Hall,1998, pp.324－328.
9．Clow, Kenneth E., and Donald Baack, Integrated Advertising, Promotion, and Marketing
Communications, Prentice-Hall,2002, pp.374－409.
10．Copley, Paul, Marketing Communications Management : Concepts and Theories, Cases, and
Practices, Elsevier,2004, pp.186－199.
11．Dommermuth, William P., Promotion : Analysis, Creativity and Strategy,2nd ed., PWS-
KENT,1989, pp.382－384.
12．Duncan, Tom, Principles of Advertising and IMC ,2nd ed., McGraw-Hill/Irwin,2005, pp.
488－513.
13．Fill, Chris, Marketing Communications : Frameworks, Theories and Applications, Prentice-
224 松山大学論集 第26巻 第6号
Hall,1995, pp.361－385.
14．Luick, John F., and William Lee Ziegler, Sales Promotion and Modern Merchandising ,
McGraw-Hill,1968, pp.98－115.
15．Moriarty, Sandra, Nancy Mitchell, and William Wells, Advertising & IMC : Principles and
Practice,10th ed.,2015, pp.513－525.
16．O’Guinn, Thomas C., Chris T. Allen, and Richard J. Semenik, Advertising and Integrated
Brand Promotion ,6th ed., South-Western,2012, pp.551－561.
17．Parente, Donald, Advertising Campaign Strategy : A Guide To Marketing Communication
Plans,2nd ed., The Dryden Press,2000, pp.213－231.
18．Percy, Larry, Strategies for Implementing Integrated Marketing Communications, NTC
Business Books,1997, pp.110－116.
19．Quelch, John A., Sales Promotion Management , Prentice-Hall,1989.
20．Russell, J. Thomas, and W. Ronald Lane, Kleppner’s Advertising Procedure,13th ed.,
Prentice-Hall,1996, pp.443－447.
21．Schultz, Don E., Dennis Martin, and William P. Brown, Strategic Advertising Campaigns,
2nd ed., Crain Books,1984, pp.419－429.
22．Schultz, Don E., and Beth E. Barnes, Strategic Brand Communication Campaigns, NTC
Business Books,1999, pp.239－254.
23．Schultz, Don E., William A. Robinson, and Lisa A. Petrison, Sales Promotion Essentials :
The10 Basic Sales Promotion Techniques. . . And How To Use Them ,3rd ed., NTC Business
Books,1998, pp.203－222.
24．Schultz, Don E., William A. Robinson, and Lisa A. Petrison, Sales Promotion Essentials :
The10 Basic Sales Promotion Techniques. . . And How To Use Them ,2nd ed., NTC Business
Books,1993, pp.155－175.
25．Shimp, Terence A., Advertising, Promotion : Supplemental Aspects of Integrated Marketing
Communications,5th ed., The Dryden Press,2000, pp.530－553.
26．Shimp, Terence A., Advertising, Promotion, and Other Aspects of Integrated Marketing
Communications,8th ed., South-Western,2010, pp.444－479.
27．Stanley, Richard E., Promotion : Advertising, Publicity, Personal Selling, Sales Promotion ,
2nd ed., Prentice-Hall,1982, pp.302－325.
28．Tellis, Gerald J., Advertising and Sales Promotion Strategy, Addison-Wesley,1998,
pp.251－271.
29．Ulanoff, Stanley M., Handbook of Sales Promotion , McGraw-Hill,1985, pp.317－333.
30．Wells, William, John Burnett, and Sandra Moriarty, Advertising Principles and Practice,3rd
ed., Prentice-Hall,1995, pp.587－615.
プロモーションにおいてその重要性を
ますます高めつつある流通業者向け販売促進 225
